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discovery o smulus eaures which promoe online engagemen. These ndings hereore have applied
implicaons or accenuang or alering image eaures o promoe suppor or wildlie.
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A spae o sudies in communicaon and consumer neuroscience have shown ha neural acviy rom
small groups o individuals racked ou-o-sample preerence in aggregae (i.e., neuroorecasng), akin
o exrapolang opinion polls or cusomer surveys o predicmarke oucomes. Wha do aggregae
brain signals reveal where sel-repors do no?

In a mega-analysis (i.e., pooled analysis o raw neuroimaging daa) o 16 unconal MRI sudies involving
images, exs and videos rom various domains such as enerainmen, markeng and healh
communicaons (572 parcipans, 768 smuli, 23,085 rials), we sudied how aggregae neural acviy
during smuli exposure racked ou-o-sample oucomes associaed wih he smuli (clickhrough raes,
liking, ec), and wheher such brain-o-marke eec was mediaed via aggregae sel-repor preerence
o he neuroimaging sample.

In brie, (a) neural acviy implicaed in reward and menalizing preceded sel-repor preerence wihin
individuals, and racked ou-o-sample aggregae preerence; and (b) he predicve eec o reward-
relaed (bu nomenalizing) acviy o he neuroimaging sample on ou-o-sample preerence is
mediaed by wihin-sample sel-repors.

Our ndings sugges ha neuroorecasng works by reecng he sel-repor preerence o he sample,
while a he same me i poenally adds value by exracng he social relevance o smuli no capured
by exisng sel-repormeasuremens.
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Despie exensive research on he eec o ad appeals on susainable ashion consumpon (Dhir e al.,
2021; Grazzini e al., 2021; Legere & Kang, 2020; Rausch & Kopplin, 2021), reliance on explici sel-repor
measures limis undersanding o consumers' implicimenal processes, leaving a gap in linking atudes
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o real behavior (Hassan e al., 2016; Rausch & Kopplin, 2021). This sudy advances prior research by
sudying consumer brain responses o dieren ypes o susainable ashion adversing conen and how
arousal can predic acual purchasing behavior.

An elecroencephalography (EEG) experimen wih 40 parcipans will analyze he eecs o susainable
ashion adversing appeals on consumer cognion, examining he disncons beween emoonal and
inormave conen, in line wih Guiar & Sremersch (2021) denion. Sel-repored measures o
purchase inenon owards he adversed producs will be colleced beore and afer exposure o he
smuli, and he responses will be compared wih he EEG resuls o ideny disparies beween saed
atude and neural acviy. Addionally, he correlaon beween he neural responses and acual
purchasing behavior, measured by click-hrough raes in connecon wih he ads, will be invesgaed in
a large populaon o 500 respondens in a consumer panel.

Our ndings should reveal ha emoonal and inormave ads acvae disnc brain regions, correlang
wih varied eecveness in inuencing consumer behavior. Emoonal smuli are likely o engage areas
ed o aecve processing, such as ronal alpha asymmery. A he same me, inormave conen is
expeced o smulae regions associaedwih cognive processing andwillingness o pay, like heawaves
and he bea over alpha plus hea rao, along wih dierences in gamma powers. Parcipans exposed
o emoonal ads are ancipaed o sel-repor greaer purchase inenon oward susainable ashion
producs compared o hose exposed o descripve ads. However, on a broader scale, ads eauring
inormave conen are expeced o drive higher real consumer behavior.

The sudy´s resuls are expeced o demonsrae EEG measures' superior predicve power over
oversaed preerences in undersanding consumer behavior oward susainable ashion campaigns. The
resuls will conribue o emphasize he crucial role o ailored adversing o bridge he gap beween
atude and behavior in susainable ashion consumpon. These insighs can guide markeers and
policymakers in crafing more impacul communicaon sraegies and policies aligned wih consumer
values, promong susainable ashion adopon.
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Eye movemens are inricaely coupled wih decision-making, serving as a window ino he aenonal
processes o decision-makers. In social setngs, we inuively use his principle o iner ohers'
preerences while hey are deciding. Previous work has demonsraed ha showing he gaze paern o
one parcipan o anoher in a coordinaon game enables hem o beer undersand each oher's
preerred choices. In he presen sudy, we use his capabiliy o es wheher a seller can reach beer
agreemens wih a buyer by seeing heir eye movemens in a cooperave bargaining setng. The ask
involves he seller aempng o sell 20 dieren producs wih mulple aribues (e.g., cars, lapops,
washing machines) o a buyer. The seller's goal is o deermine he relevance o dieren aribues o
he buyer in order o oer (and ulmaely sell) he appropriae producs. For example, when choosing


